Special Report 


It’s a whole 
new football 
game in 1974 

World Football League sweetens 
the pot for television while 
blackout ban sours it for radio 

Copyright 1974, Broadcasting Publications lnc. 

The price that broadcasters will pay for 
rights to college and professional football 
will climb more than $10 million in 1974, 
to $80,292,457. (Last year’s total was 
$69,903,342.) But despite the dramatic 
rise, happiness is not as universal as it 
was a year ago. That was before a con¬ 
gressional mandate against local TV 
blackouts of sold-out home games, the 
emergence of the World Football League 
and the impending strike of the NFL 
Players Association, all factors that could 
devalue the National Football League’s 
product. 

According to a nationwide survey con¬ 
ducted annually by Broadcasting, the 
mixed bag of good and bad for broad¬ 
casting and football contains these pros¬ 
pective payments: 

■ $75,300,000 from the TV and radio 
networks for pro (including the World 
Football League) and college games. This 
compares to $64,850,000 in 1973. 

■ $2,577,500 from local radio outlets 
for rights to NFL pro games, a drop of 
nearly 10% from last year’s $2,860,000. 

■ $504,500 in local TV rights to pre- 
season NFL games, down from $543,000 
in the previous season. 

■ $158,000 for local radio rights to the 
new World Football League clubs. (This 
is all regular season; the WFL plays no 
exhibitions.) 

■ $170,000 for local television rights 
of WFL teams. 

■ $1,582,457 in local radio and de¬ 
layed TV rights to schools and colleges, 
compared to $1,650,342 in 1973. 

Here’s what the television and radio 
networks are doing with the shares of the 
coverage they’ve bought: 

ABC-TV starts a new two-year con¬ 
tract with the National Collegiate Ath¬ 
letic Association, worth about $15 mil¬ 
lion a year in rights figures. The first in¬ 
novation will be just two days after its 
telecast of the NCAA season opener be¬ 
tween Tennessee and UCLA on Satur¬ 
day, Sept. 7: ABC-TV will put the Notre 
Dame-Georgia Tech game in the Monday 
night slot (9 p.m.-midnight) that will be 
taken over in subsequent weeks by the 
NFL Monday Night Football series. 

ABC-TV says that more “scheduling 
flexibility” in college ball this year means 
“many TV games will not be selected 
until the Monday prior to air date." The 
new announcing setup for the NCAA 
games will put Chris Schenkel in a studio 
in New York as permanent host, with 
Keith Jackson as play-by-play man in 
the field and utilizing a rotating series 
of coaches—including Ara Parseghian 


(Notre Dame), Darrell Royal (Texas) 
and Bear Bryant (Alabama)—as color 
men. In addition, a college-age reporter 
will be featured on the pregame and post¬ 
game shows and during the games to try 
to capture “the real world of the cam¬ 
puses.” ABC-TV is charging sponsors 
$58,000 for an NCAA minute, $3,000 
more than last year. 

ABC-TV will again televise NCAA 
Football Highlights , a weekly compilation 
of key plays in the top games, presented 
on Sundays (noon to 1 p.m.) during the 
season. 

The college bowl games on ABC this 
year (with costs-per-minute) are: the 
Liberty Bowl from Memphis on Dec. 16, 
$60,000; the Gator Bowl from Jackson¬ 
ville, Fla., on Dec. 30, $48,000: the 
Astro-Bluebonnet Bowl from Houston on 
Dec. 23, $48,000; the Sugar Bowl from 
New Orleans on Dec. 31, $80,000; and 
the Hula Bowl from Honolulu on Jan. 4, 
$32,000. 

NFL Monday Night Football has in¬ 
creased its ratings year after year, with 
1973*s figures hitting a record national 
Nielsen average 21.2 rating and 36 share. 
These numbers make it the highest-rated 
of all of ABCs prime-time shows. Its per- 
minute price to sponsors of $100,000 
(compared to $80,000 last year) is high¬ 
er than any other regularly scheduled 
ABC show. For the rights to these games, 
the network is paying the league $11.5 
million, in the first year of a new four- 
year contract. ABC has also picked up a 
four-year lease (at about $1.5 million per 
year) on the Pro Bowl game, which will 
be televised in prime time as part of 
the Monday-night series. 

One question at ABC is whether Fred 
Williamson will be able to fill Don Mere¬ 
dith’s shoes as a foil for Howard Cosell 
in the announcers’ booth. The Dandy 
Don-Humble Howard chemistry was 
thought to be an important element in the 
success of Monday-night football on 
ABC (Frank Gifford is the third an¬ 
nouncer), and the report is that if Mr. 
Williamson doesn’t make the grade in 
1974, the network will seek Broadway 
Joe Namath in 1975, The Monday-night 


schedule kicks off Sept. 16, when the 
Oakland Raiders take on the Bills at 
Buffalo. 

CBS-TV will open its NFL coverage 
Aug. 25 with Buffalo at Minnesota, the 
first of three preseason prime-time games 
on its schedule. Game time: 9:30 p.m. 
NYT. Rate-card price for the three ex¬ 
hibition games—the others are scheduled 
Aug. 30 at 9 p.m. and Sept. 8 at 10 p.m. 
—is $30,000 gross per 30-second unit, 
compared with $25,000 last year. 

CBS-TV will cover 83 regular-season 
games, the same number as last year, 
with 66 of them National Conference 
games and 17 interconference contests 
between National and American Confer¬ 
ence teams. A doubleheader on Sept. 15 
will launch the regular season, which will 
also include seven other doubleheader 
days. Prices vary by game but CBS is 
offering a 28-game package of 28 30- 
second units at an average of $37,600 per 
unit, or about the same as last year in 
a 26-game package. The package in¬ 
cludes a 30-second unit in each of two 
divisional playoffs (Dec. 21 and Dec. 
22), for which the individual rate is 
$45,000 per unit, and in the National 
Conference Championship game on Dec. 
29 for which the one-time price is $67,- 
000 per 30 seconds. 

Regular-season games and the post¬ 
season divisional playoffs and champion¬ 
ship will be preceded by a 30-minute 
NFL Today and followed by a 15-minute 
Pro Football Report . Package prices aver¬ 
age $12,000 per 30 seconds in the pre¬ 
game show, $20,550 in the post-game 
wrap-up, or approximately the same as in 
1973. 

Jack Whitaker will anchor the pre- 
game and postgame shows live from a 
studio in New York and will also preside 
there over half-time reports that will in¬ 
clude game highlights and scores of other 
games—and of other sports. An associate 
to co-anchor these shows remains to be 
selected. 

CBS’s play-by-play reporters include 
Jack Buck, Don Criqui, Frank Glieber, 
Lindsey Nelson, Brent Musburger, Dick 
Stockton and Dan Kelly, Analysts will 



The new Monday night team. Fred Williamson (c), the TV-movie actor known as 
"The Hammer” when he played cornerback for the Oakland Raiders and the 
Kansas City Chiefs, among other teams, replaces Don Meredith as commentator 
on AEC-TV’s NFL Monday Night Football telecasts. He joins holdovers Frank 
Gifford (I) and Howard Cosell. Mr, Williamson's six-figure, multiyear contract calls 
for starring roles on some made-fpr-TV movies and guest appearances on other 
ABC shows—a deal similar to the one Don Meredith made with NBC when he 
jumped networks a few months ago. 
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be Pat Summerall, Wayne Walker, Bart 
Starr, Pete Retzfaff, John Sauer, Tom 
Brookshier, Irv Cross and Tommy 
Mason. 

NBC-TV’s 89-game regular-season pro 
schedule gets under way Sunday, Sept. 
15, with five regional games. The net¬ 
work will be doing Super Bowl IX on 
Sunday, Jan. 12, 1975, at New Orleans, 
which is rate-carded at $214,000 a min¬ 
ute, a new record (last year’s price: 
$ 210 , 000 ). 

The rest of the network’s categories, 
and their prices, are: preseason games 
(three this year, all in prime time), $49,- 
000; two Saturday afternoon contests, 
$52,000; Sunday singles, $52,000; play¬ 
offs, $68,000; Thanksgiving Day (Nov. 
28, Denver at Detroit), $76,000; Sunday 
doubleheaders, $86,000; and the cham¬ 
pionship game, $105,000. 

NBC-TV will pay the league $16.6 
million in rights for the 1974 games, plus 
$3 million for the Super Bowl. 

College-game prices stack up as fol¬ 
lows: the Senior Bowl, $32,000; the 
Orange Bowl, $86,000; and the Rose 
Bowl, $135,000. 

Play-by-play announcers for the games 
are Curt Gowdy, Jim Simpson, Charlie 
Jones, Jay Randolph, Ross Porter and 
Bill O’Donnell. As in previous years, 
they’ll pair off in various combinations 
with the following analysts: A1 DeRo- 
gatis, Willie Davis, Paul Maguire and Sam 
DeLuca, and two new men, John Brodie 
(former quarterback of the San Fran¬ 
cisco 49ers) and Don Meredith (who 
joins NBC after four years as an ABC 
color man; he’ll also do some acting in 
network prime-time series such as Police 
Story). Tim Ryan will be back as host 
of the postgame scoreboard show. 

The TVS Television Network on July 
11 began its weekly series of World Foot¬ 
ball League telecasts, which will run 
every Thursday night (9 p.m.-midnight, 
NYT) through Nov. 14. The champion¬ 
ship game is scheduled for the afternoon 
of Nov. 29, the day after Thanksgiving. 

The 15 network minutes in each game 
are completely sold out through August, 
according to a TVS source, with a few 
spots available from September through 
November. The rate card is set at $17,- 
500 a minute for regular-season games, 
$35,000 a minute for the playoffs and 
championship. Each of the 12 WFL 
teams figures to pocket about $100,000 
as its share of the $1.2 million TV-rights 
total. 

TVS says it has lined up 110 stations 
(80% coverage of U.S.), with a reach 
that includes the top 36 markets (the 
first gap is Grand Rapids, Mich., 37th in 
size). The sportscasters are Merle Har¬ 
mon and Alex Hawkins, with weekly 
guest commentators such as George 
Plimpton and Jane Chastain. 

TVS also has the Grambling College 
games again this year but instead of 60- 
minute, day-later tapes of all 13 games, 
as in previous years, the network will 
send out live telecasts of eight consecu¬ 
tive contests (every Saturday afternoon, 
beginning Sept. 21) to stations in five 
of the top black markets. NCAA has set 
a limit of five stations for live network 


telecasts other than the NCAA-ABC 
slate, according to TVS. Oldsmobile (Leo 
Burnett) is the only sponsor lined up so 
far. Ron Pickney and Don Perkins will 
do the play-by-play. 

Mizlou Productions has three bowl 
games on tap this year: the Blue-Grey 
Bowl, Dec. 17, from Montgomery, Ala.: 
the Tangerine Bowl, Dec. 21, from Or¬ 
lando, Fla.: and the Peach Bowl, Dec. 28, 
from Atlanta. Jack Drees is expected to 
be the play-by-play man on all three. 
Mizlou sources say they hope to sign up 
150 stations, for 85% coverage (the cur¬ 
rent figure is 115 stations, 73% coverage, 
which “puts us well on the way to our 
goal,” according to these sources). The 
identities of sponsors signed so far re¬ 
mained undisclosed. 


The Hughes Sports Network will send 
out This Week in the NFL, a bO-minute 
series of game highlights. The series will 
run for 15 weeks, beginning Sept. 21, on 
more than 120 stations (85% coverage), 
and Pat Summerall is expected to be one 
of the hosts. 

Mutual radio network’s football line¬ 
up this season includes all 15 NFL Mon¬ 
day-night games, 14 NCAA games (10 
involving Notre Dame), Saturday after¬ 
noon college doubleheaders, first-round 
NFL championship playoffs, and the 
Sugar Bowl. The games will be fed to 
over 260 affiliates. The announcing team 
will be Van Patrick, Mutual sports direc¬ 
tor, calling the play-by-play, and A! Wes¬ 
ter on color. 

Preceding the Monday-night NFL 



Central CaKforma 
and Western Nevada 
football fans follow 
the 49er games on 

BEELINE RADIO. 

For the 18th consecutive year the four 
McClatchy Beeline Stations will broadcast 
exhibition and regular season 
games of the San Francisco 
Forty Niners. Reach this foot¬ 
ball audience with Beeline radio. 


McClatchy Broadcasting 

Represented Nationally by Katz Radio 
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games at 8:45 p.m. NYT will be the 
Don Shula Show and then five minutes 
before the kickoff a pregame warm-up 
will be presented. Sponsors for the NFL 
games so far: La-Z-Boy Chair Co. (Mar¬ 
vin Hahn Inq.) and Econo-Car (McKin¬ 
ney & Silver). 

The NCAA games on Mutual will be 
sponsored by Royal Globe Insurance (di¬ 
rect), and Ford Motor Co. (J. Walter 
Thompson) and La-Z-Boy Chair Co. 

The pregame program, Ara Parseghian 
Show , on Mutual, is scheduled 15 min¬ 
utes before game time. In addition. Mu¬ 
tual's Black Radio Network is launching 
coverage of 11 Grambling College games 
plus three wild-card contests. 

In local radio, the drop-in payments 
for rights to NFL clubs was expected. 
The moment Congress outlawed local TV 
blackouts of sold-out home games, radio 
broadcasters foresaw a deterioration of 
audience (Broadcasting, Sept, 3, 1973). 
The ratings reports that followed the sea¬ 
son confirmed their fears. 

Last week the problem was reiterated 
forcibly by Gerald Blum, vice president 
and general manager of wqxi(am) At¬ 
lanta, holder of rights to the Falcons 
there. "How are you going to sell in op¬ 
position to TV?” he asked, pointing out 
he had to ask the club to renegotiate. 

’‘Also,” he said, "this marks the end 
of an era in which a radio station could 
become closely identified with a com¬ 
munity by its associations off-air and on- 
air with the club.” Mr. Blum cited ex¬ 
amples of local projects with the team 
sponsored by wqxi without thought of 
return. "It breaks my heart. I’m upset,” 
he added. 

The slowdown in sales tempo was re¬ 


flected in other reports from radio sta¬ 
tions. Some, already committed to multi¬ 
year contracts when Congress altered the 
local broadcast picture last fall, indicated 
that even harder renegotiating would take 
place when the present pacts expired. 
Various other selling techniques have 
been suggested, such as rates keyed to 
whether or not the home game is on 
television. 

The second big change in pro foot¬ 
ball is the new kid on the block: the 
World Football League. Local radio 
rights in this first year are almost incon¬ 
sequential. The WFL did not officially get 
off the ground until last January. Several 
franchise shuffles further reduced the 
time for setting up broadcast arrange¬ 
ments locally. The Birmingham Amer¬ 
icans, supposedly one of the stronger 
teams in the WFL, has been unable to 
set up a broadcast connection. In several 
cities, the clubs are paying a slight fee 
to the stations for coverage. Still others 
have contracted for one year on the basis 
of splitting profits from sales after deduct¬ 
ing the costs to the originating stations. 

There are some promising local radio 
broadcast set-ups, but they are few. 

However, the broadcasters themselves 
see a few things that might make the 
WFL really click. Amy McCombs, pro¬ 
gram director of wjxt(tv) Jacksonville, 
Fla., which is carrying the local Sharks 
road games, said letting local TV’s han¬ 
dle regular-season games permits the ex¬ 
citing community association that net¬ 
work telecasting lacks. 

Others cited the rules changes of the 
WFL that could provide more excitement 
for the audiences: extra periods to break 
tie games; kickoffs from the 30-yard line; 


no fair catches on kicks, etc. (The NFL 
coincidentally modified some of its rules, 
though not so drastically.) 

Some WFL broadcasters felt that con¬ 
tinuance of the NFL players strike, which 
could keep big-name players out of ex¬ 
hibitions, would enhance interest in WFL 
coverage. In fact, the threatened strike 
prompted promoters of the All Star 
Game in Chicago next Friday (July 26) 
to cancel that charity contest, which 
would have been on ABC-TV and Mu¬ 
tual. 

The competition for the broadcast dol¬ 
lar and audience between the NFL and 
WFL should intensify in 1975, if the new 
circuit survives. (The average stadium at¬ 
tendance of 37,796 in the first week of 
WFL play is one positive step in that 
direction), It will be next year whan the 
name players will have played out their 
options with the NFL and be legally able 
to join the new league, lending added lus¬ 
ter to the product on the field. 

Also on next year’s agenda: the NFL 
expands into Tampa and Seattle. 

On the college side of football in 1974, 
Exxon U.S.A. will be going into its 41st 
year of sponsorship of all games in the 
Southwest Conference. Fourteen an¬ 
nouncers and nine engineers will be as¬ 
signed to the 56 games that will be car¬ 
ried on a regional network of more than 
125 stations. McCann-Erickson, Hous¬ 
ton, continues to handle all arrangements. 

A breakdown of the local preseason 
and regular-season radio plans of the 
NFL teams along with plans for local 
preseason TV of NFL clubs begins on 
the facing page. The listings have been 
expanded this year to include local radio 
and TV arrangements of WFL teams. 


The football price the networks pay 


ABC-TV 

Rights 

Starting 

Date 

Coaches All.America Game 

undisclosed 

June 22 

College All-Star Game 

undisclosed 

July 26 

NCAA College Games 

$15,000,000 

Sept. 7 

NFL Monday Night Football 

St 1.500.000 

Sept, 16 

Liberty Bowl 

$200,000 

Dec. t6 

Blue Bonnet Bowl 

undisclosed 

Dec. 23 

Gator Bowl 

undisclosed 

Dec. 30 

Sugar Bowl 

undisclosed 

Dec. 31 

Hula Bowl 

undisclosed 

Jan. 4 

Pro Bowl 

$1.500,000 

Jan. 20 

CBS-TV 

NFC Preseason Games 

(2) 

Aug. 25 

NFC Games 

$22,000,000 

Sept. 15 

Sun Bowl 

undisclosed 

Dec. 28 

NFC Division Playoff 

(2) 

Dec. 21 

NFC Division Playoff 

(2) 

Dec. 22 

Cotton Bowl 

undisclosed 

Jan. 1 

NFC Championship 

(2) 

Dec. 29 

NBC-TV 

AFC Preseason Games 

(3) 

Aug. 17 

AFC Games 

$16,600,000 

Sept. 15 

AFC Division Playol/s 

(3) 

Dec. 2i 

AFC Championship 

(3) 

Dec. 29 

Rose Bowl 

$1,400,000 

Jan. 1 

Orange Bowl 

$800,000 

Jan. 1 

Senior Bowf 

$100,000 

Jan. 11 

Super Bowl 

$3,000,000 

Jan. 12 

TVS 

World Football League 

$1,200,000 

July 1 

CBS Radio 

Cotton Bowl 

(D 

Jan. 1 

NFC Championship 

(1) 

Dec. 29 

Sun Bowl 

(D 

Dec. 28 


Mutual Radio 

Rights 

Starting 

Date 

NFL Monday Night Football 

undisclosed 

Sept. 16 

Notre Dame Football 

undisclosed 

Sept. 9 

NFC Division PlayOlf 

undisclosed 

Dec. 2> 

NFC Division Playoff 

undisclosed 

Dec. 52 

Grambling Football (Mutual Black Network) 

undisclosed 

Sept. 7 

NBC Radio 

AFC Championship 

(D 

Dec. 29 

Orange Bowl 

0) 

Jan. 1 

Rose Bowl 

(D 

Jan. 1 

Super Bowl 

(D 

Jan. 12 

All networks announced rights 

Estimated for unannounced games and series 
Grand total for networks 

$73,300,000 

S2.000.000 

$75,300,000 



(1) Radio rights included in TV contract. 

( 2 ) Rights included in NFL-Nationat Football Conference package. 

(3) Rights included in NFL’American Football Conference package. 


What the major schools get from radio and local TV 


Conference 

Teams 1 

Radio 

stations 

TV 

stations 

Totai rights 

Atlantic Coast 

T 

278 

22 

$ 109,500 

Big Eight 

8 

324 

20 

139.300 

Big Sky 

7 

33 

1 

5.950 

Big Ten 

10 

257 

22 

261.660 

Ivy League 

6 

25 

0 

9.612 

Mid-American 

8 

26 

2 

16.750 

Missouri Valley 

7 

11 

1 

25.000 

Pacific Eight 

8 

126 

20 

227.000 

Southeastern 

10 

543 

45 

284,500 

Southern 

a 

42 

1 

7.000 

Southwest 

10 

125 

0 

110,000 

Western Athletic 

8 

78 

8 

65.785 

Others and independents 

26* 

510 

30 

320,400 

Total* 

125 

2,378 

172 

$1,582,457 

1 Does not include conference members 

not fielding 

football team; 

in case of 

Southwesl Conference. 

University of Houston is not 

included since 

it will not 

compete for conference championship until 1975. 

- independent figures do not include Notre Dame. 
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AFC Eastern Division 


Baltimore Colts 

Wcbm(am) Baltimore will return to 
originate 14 regular and five preseason 
games of the Colts. The coverage will be 
fed to a network of about 12 stations. 

Play-by-play will be handled by Chuck 
Thompson, with Ordell Braase on color. 

Sponsor line-up for the play-by-play 
includes: National Brewing Co. (W. B. 
Doner), Household Finance Corp. (di¬ 
rect), Royal Crown Cola (Hal Fran 
Agency), Montgomery Ward (Waljean & 
Associates), Hamburgers Men's Store 
(Torrieri & Meyers). Commercial Credit 
(W. B. Doner), will sponsor half-time 
programing. 

Wcbm’s two pregame shows will be a 
15-minute Coach's Corner and a 15- 
minute Colt Kickoff , purchased by Inter¬ 
national Harvester (J & S Advertising) 
and American Building & Loan (Howard 
Maleson Agency), respectively. Interna¬ 
tional Harvester will also sponsor the 
postgame News and Sports Scoreboard . 

Wjz-tv Baltimore will telecast three 
of the Colts preseason games. Dick 
Stockman is to do play-by-play with 
other announcers to be announced. 

Wjz-tv will air a pregame show of 
at least a half hour prior to each game, 
with an hour-long show slated to pre¬ 
cede the Atlanta exhibition. Also part 
of wjz-tv's football package is a half- 
hour special. Taxi Squad , the story of a 
young quarterback to be aired Aug. 31. 

The games are being sold on a spot 
basis with the sponsor list not yet set. 


Buffalo Bills 

Wkbw(am) Buffalo, in the last year of 
a three-year pact, will broadcast all 14 
regular-season games and seven exhibi¬ 
tions. The coverage will be fed to five 
upstate New York stations. The announc¬ 
ing team again will consist of Rick Azar, 
Eddie Rutkowski and A1 Meltzer, sports 
director of kyw-tv Philadelphia. 

Major sponsors in the games are M&T 
Bank (Comstock), Tops Supermarkets 
(Weil, Levy & King), Western New York 
Oldsmobile Dealers (Creative Express) 
and Toyota Dealers of Western New 
York (Clinton E. Frank). Participating 
advertisers will be Keyser Cadillac and 
Erie County Savings Bank (both Weil, 
Levy & King) and Western Savings Bank 
and Stewart & Benson Travel (Ellis). 

The station also will carry a half-hour 
pregame show and a Coach*s Report pro¬ 
gram on Saturdays, featuring the an¬ 
nouncing team. Various participating 
sponsors have been signed, 

Wkbw-tv Buffalo will carry only two 
exhibition games this season—one from 
Kansas City Aug. 12 and another from 
Washington Aug. 18. These games will 
be fed to wokr-tv Rochester and wnys- 
tv Syracuse, both New York. Reporting 
the games will be Don Criqui and Paul 
Maguire. Major sponsor will be Genesee 
Brewing (William Esty), supplemented 
by participating advertisers. No pregame 
or postgame shows are scheduled. 


Miami Dolphins 

NFL champions for two years running, 
the Dolphins will be back at wiod(am) 
Miami for the ninth year for all six ex¬ 
hibitions and 14 regular-season games. 
Coverage also would have applied to 
a seventh preseason game—against the 
College Al] Stars July 26 in Chicago, but 
that charity contest was aborted by the 
game's backers because of the strike 
against the NFL by the players’ assoria- 
tion and the subsequent refusal of the 
College All-Stars to cross the picket lines. 

Wiod will again feed Dolphins cov¬ 
erage to 20 stations, including one in 
Alaska and one in Hawaii. Station sports 
director Rick Weaver will head the play- 
by-play team with Henry Barrow back 
on color. New will be former Dolphin 
wide receiver Karl Noonan as field ana¬ 
lyst. 

The major in-game sponsors will be 
Citgo (Media Measurement Corp.), 
Burger King (BBDO), Eveready (Wil¬ 
liam Esty), Chevrolet (Campbell-Ewald) 
and Household Finance (direct): 

Pregame and postgame programs and 
sponsors: 

Orange Bowl Express: Leon Ray 
Volkswagen (GMR Advertising). Aber¬ 
crombie & Fitch, Burdine’s of Miami, 
United Banking Group (Ryder & 
Shield), Nautical Yacht Basin (Fulton 
Advertising), Chicken Unlimited (Dick¬ 
ens Advertising). 

Coach's Comments: Calder Race 
Track (Julian Cole & Associates). 

Locker Room Show: U-Haul (Cope¬ 
land Advertising), Baron’s (Mike Shack), 
Trail Dodge (REB Advertising), Na¬ 
tional Airlines (F. William Free). 

Scoreboard Show: Hi Fi Associates 
(Broadcast/Print Media). 

In addition, wiod said its participating 
sponsors will include Dirr's Meats (di¬ 
rect), Barclay Magnavox (direct), Holly¬ 
wood Ford (E. J. Schaeffer), Commu¬ 
nity Bank of Homestead (direct), Dave 
Zinn Toyota (Harold Gardner Associ¬ 
ates), Hemley’s Furniture (HEL Adver¬ 
tising) and William Lehman Buick (Irv 
Green & Associates). 

The Dolphins’ preseason television will 
be taken over this summer by wtvj(tv) 
Miami. Road games at the Cincinnati 
Bengals (Aug. 3) and Chicago Bears 
(Sept. 7) will be covered live. Home 
games against the New Orleans Saints 
and Green Bay Packers will be telecast 
on a delayed basis on Aug. 11 and Aug. 
31, respectively. Bob Halloran will pro¬ 
vide play-by-play and Dave Kocourek 
will do color. 

Wtvj said that commercial time in 
games is being sold on a participating 
basis with no major sponsors. 


New England Patriots 

Wbz(am) Boston, going into the fourth 
of a five-year contract, will cover six 
exhibitions and 14 regular games. Fif¬ 
teen stations in the New England area 
will take feeds of the games from wbz. 

Gil Santos and former Patriot star 
Gino Cappeletti will return to handle 


play-by-play and color duties, respective¬ 
ly. They also will co-host the 15-minute 
pregrame Patriots Runback program and 
The Goal-Line after home games. Vari¬ 
ous participating sponsors will be in these 
programs. 

Sponsors for the games will be Provi¬ 
dent Institution for Savings (Humphrey 
Browning MacDougall.), F&M Schaefer 
Brewing (BBDO), New England Chrys- 
ler-Plymouth Division (Young & Rubi- 
cam) plus one-fourth of in-game spon¬ 
sorship to be filled. 

TV coverage of six Pats exhibition 
games will be by wcvb(tv) Boston under 
a one-year contract. Don Gillis will be 
the play-by-play announcer. Miller Brew¬ 
ing (McCann-Erickson) will be a major 
sponsor and with various other partici¬ 
pating advertisers. 


New York Jets 

Wor(am) New York begins a new 
three-year contract for coverage of all 
Jet games—14 regular and six exhibi¬ 
tion. More than 30 stations in New York, 
New Jersey, Pennsylvania and Rhode Is¬ 
land will carry the contests via a feed 
from wor. Marty Glickman will provide 
the play-by-play and former Jet star 
Dave Herman the color commentary. 

Both announcers will host a 25-minute 
pregame show and will be joined by wor 
executive Barbara Sheehan. The 10-min¬ 
ute post game show will feature Mr. 
Glickman and Mr. Herman. No sponsors 
have been signed for these segments. 

Rotating sponsors for the games will 
be: M&M/Mars (Ted Bates), Rhein- 
gold Beer (J. Walter Thompson),.Chev¬ 
ron Oil (BBDO), Manufacturers Han¬ 
over Trust (Young & Rubicam) and 
New York-New Jersey-Fairfield County, 
Conn., Dodge Boys (BBDO). 

Wnew-tv will telecast the Jets exhibi¬ 
tion games with Charley Jones, Ray 
Scott and Sam DeLuca announcing. 
Sponsors are Miller Beer (McCann- 
Erickson), Schweppes and Chase Man¬ 
hattan Bank (both Ted Bates), Kellogg 
(Leo Burnett), Household Finance (di¬ 
rect) and Coleco (Herlitzer Advertising). 


AFC Central Division 


Cincinnati Bengals 

For the seventh year the Bengals will be 
on wlw(am) Cincinnati, which will 
feed all 14 regular games and six pre- 
season games to a network of more than 
45 stations in Ohio, Kentucky, Indiana 
and West Virginia. The station, in the 
first year of its third three-year contraot, 
will again provide play-by-play coverage 
by Phil Samp, sports director for wlwt- 
(tv) Cincinnati, and color coverage by 
Jimmy Crum, from wlwc(tv) Colum¬ 
bus, Ohio. 

Thirty minutes of pregame, and 30 
of postgame programing are delivered 
free to each station hooking up with 
wlw; and half the 20 one-minute com¬ 
mercial periods within the game are 
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made available for local stations’ own 
spot announcements. The games have 
been sold on the network level to Chevro¬ 
let Motors (Campbell-Ewald) and Bur¬ 
ger Brewing Co. (Stockton West Burk- 
hardt), both of which will have four 
minutes per game, and to Marathon Oil 
(which went to a house agency this year 
from Campbell-Ewald), which bought 
two minutes per game. Mr. Samp hosts 
the first part of the pregame programs, 
Bengal Football Preview, and Coach's 
Corner (with Bengal Coach Paul 
Brown); and Mr. Crum winds up pre- 
game time with Football Warm-Up . 
Bengal Highlights, with Mr. Samp, and 
Star of the Game , with Mr. Crum will 
conclude the football broadcasts on wlw. 

Programs’ sponsors are Ohio Appli¬ 
ances, Inc. (direct), the First National 
Bank of Cincinnati (direct) and Silco 
Co. Laundries; of Cincinnati (direct). 
West Shell Realty, (Midland Advertis¬ 
ing) of Cincinnati, and Fifth-Third Bank 
of Cincinnati (Ralph Jones Agency.) 

(For 26 weeks each year, wlw also 
broadcasts the Paul Brown Sports Show, 
at 5:55 p.m. Monday-Friday, which is 
syndicated to eight Ohio markets.) 

For wlw alone, the remaining six 
availabilities within the game have been 
sold to Frisch Restaurants (Rollman Ad¬ 
vertising), B. F, Goodrich Tires (Bartlett 
Advertising), and Union Central Life 
Insurance Co. (Adams, Gafney & As¬ 
sociates), each with two mintues per 
game. 

On the television side, four presea¬ 
son games will be broadcast by a new 
rights holder wlwt, which picked up its 
first one-year contract from wkrc-tv 
Cincinnati, later dropped the project be¬ 
cause “it was unprofitable," a wkrc-tv 
source said. Three Bengals games will 
come over via delayed broadcast, and 
one will be live. No plans were firmed 
for network hook-up but some stations 
in Michigan had expressed interest in 
the exhibition games. Ron Harrison is to 
do play-by-play. 


Cleveland Browns 

Whk(am) Cleveland has signed for its 
third three-year contract with the Browns, 
and will carry the 14 regular and six pre- 
season games for a 29-station network 
in Ohio and Pennsylvania. Gib Shanley 
will be back for play-by-play, and Jim 
Graner will return for color. Mr. Shanley 
will interview Browns coach Nick Sko- 
rich for the first pregame broadcast, 
Coach's Show , a five-minute program sold 
to Bob Schmitt Homes (Frisch Adver¬ 
tising of Cleveland. Mr. Graner’s 20- 
minute as yet untitled pregame show has 
been picked up in equal parts by East 
Ohio Gas (D’Arcy MacManus & Masius) 
and by the Cleveland Plain Dealer (M&F 
Adv.) Carpet Barn (Stone Adv.) and 
Fafiick Shoes (Confeld Inc.) have taken 
full sponsorship of the postgame shows, 
Scoreboard , with Mr. Shanley, and 
Locker Room , with Mr. Graner. 

Time involved in renegotiating the 
contract delayed some of the selling this 
year, but the in-game avails already be¬ 
long, in part, to Household Finance 


(Needham, Harper & Steers) and to 
Chrysler-Plymouth (Young & Rubicam). 
The games will be carried with one-fifth 
sponsorships, three of which will be 
local, two network. 

The Browns will be carried in three 
preseason games on wews(Tv) Cleve¬ 
land, with Mr. Shanley switching over 
temporarily from his radio assignment to 
do TV play-by-play. Announcer and color 
man are to be chosen later. Two live games 
and one delayed broadcast will be car¬ 
ried. No peripheral programing is of¬ 
fered, Game sponsorship will be by Ge¬ 
nesee Beer (William Esty), Cleveland 
Dodge (direct) and Seven-Up. 


Houston Oilers 

For the 11th consecutive year, kilt(am) 
Houston will carry the 14 regular-season 
games plus six exhibitions of the Oilers. 
Ron Franklin will do the play-by-play, 
Dan Lovett, the color. Mr. Franklin is 
sports director of khou-tv Houston, Mr. 
Lovett of ktrk-tv Houston. 

Sponsors of the regular-season and pre¬ 
season games so far include M&M/Mars 
(Bates), Southwestern Bell (direct), and 
First City National Bank (direct). As of 
July 10, two local sponsors have been 
signed for pregame and postgame seg¬ 
ments; they are Southwestern Camera 
and B. Dalton Bookstores, Wrap-up has 
again been sold to Ryder Truck Rentals. 

Kprc-tv Houston will carry two of 
the preseason games (Washington and 
Dallas). 

Sponsors will be Fiat (Carl Ally), 
Lummus (Bosford), Texas Commerce 
Bank (direct), Houston Chronicle 
(Rives, Dyke & Co.), Southwestern Bell 
Yellow Pages (D’Arcy, MacManus & 
Masius), Pearl Beer (Bloom), Miller 
Beer (McCann-Erickson), Foley’s 
(Goodin, Dannenburg, Littman & Wing¬ 
field), Levi's (Honig, Cooper & Harring¬ 
ton), Seaarama (direct). 


Pittsburgh Steelers 

Wtae-am-fm Pittsburgh will again be 
the broadcast base for the six presea¬ 
son and 14 regular-season games on the 
Steelers’ schedule. The station will be 
feeding games to a four-state network of 
approximately 25 stations. 

Jack Fleming, sports director for 
wtae-tv Pittsburgh, will do the play-by- 
play for the 17th year. Wtae Sports 
Director Myron Cope, will be on color. 

Games sponsors include Pittsburgh Na¬ 
tional Bank (Ketchum, MacLeod & 
Grove), Chrysler Plymouth Dealers 
(Young & Rubicam), fiasco (direct) and 
Eveready (William Esty). 

Whc-tv Pittsburgh will telecast four 
preseason Steelers games on its own plus 
pickup of a fifth exhibition televised na¬ 
tionally by NBC-TV. Of the four games 
presented locally, two home games (Aug. 
12 and 24) will be on a delayed basis. 

Exhibition announcers will be Ray 
Scott (for three games) and Jack Drees 
(for the fourth) on play-by-play, and 
whc-tv’s sports director, Sam Nover, 
on color. 

Local sponsors for the preseason games 


include Mellon Bank (McCann-Erick¬ 
son), Koehler beer (Lando/Bishopric), 
Rockwell Power Tool Division (Ket¬ 
chum, MacLeod & Grove), Chrysler- 
Plymouth Dealers Association (Young 
& Rubicam) and United States Steel 
(Compton). 


AFC Western Division 


Denver Broncos 

Koa(am) Denver again will report the 
14 regular and six preseason games of the 
Broncos, with Bob Martin doing the play- 
by-play and Larry Zimmer the color. 
Sponsors have not yet been firmed. 
Koa-tv Denver, also again, is carrying 
three preseason games with participat¬ 
ing sponsors. 


Kansas City Chiefs 

Kcmo(am) Kansas City again this year 
is carrying the 14 regular and the six pre¬ 
season exhibition games of the Chiefs. 
Again it plans to feed the games to a re¬ 
gional network that may approach 30 
radio stations in Missouri, Kansas, Iowa 
and Oklahoma. Ray Scott is set to do the 
play-by-play, and Gus Grebe, the color. 
Sponsors have not yet been firmed. 

For the fourth year of its five-year 
contract, kmbc-tv Kansas City will carry 
the Chiefs’ six preseason games. Play-by- 
play is to be by John Sanders. Sponsors 
sold at deadline are Buick Motors (Mc¬ 
Cann-Erickson), one-fourth; All State In¬ 
surance (Leo Burnett), one-eighth, plus 
participating sponsors. 


Oakland Raiders 

For the third year of its three-year con¬ 
tract, knbr(am) San Francisco will carry 
the Raiders’ 20 games (six preseason). 
And again it will feed a regional network 
of 10 stations in northern California plus 
other outlets in neighboring states (Ne¬ 
vada, Washington and Hawaii). Play-by¬ 
play is to be by Bill King, color by Scotty 
Stirling. 

Games sponsors: Datsun (Parker Ad¬ 
vertising), Pacific Telephone (BBDO), 
Pay-Less Drugs (Dionne-Roth), United 
Delco (Campbell-Ewald), and Blue Shield 
of California (Coleman Advertising). 
Lewis Grocery Stores will sponsor a pre- 
game program; Air California (Pereria, 
MacManus & Moore), a postgame show. 

Kbhk*tv Oakland will telecast the 
Raiders' preseason away game with the 
Detroit Lions and also the preseason 
game with the San Francisco 49ers if it 
is sold out 72 hours ahead of game time. 


San Diego Chargers 

Ksdo(am) San Diego will be carrying the 
14 regular and six preseason games of the 
Chargers, feeding them to a network in 
California and Arizona. Play-by-play will 
be by Andy Musser. Sponsor list was in¬ 
complete as of last week. 

Six preseason games will be carried 
again this year by kcst(tv) San Diego, 
with participating sponsors. 
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NFC Eastern Division 


Dallas Cowboys 

Kkld(am) Dallas will be originating Cow¬ 
boys coverage for the third straight year 
with plans to carry all 20 preseason and 
regular-season games. Again this year, 
krld will be providing feeds to the larg¬ 
est radio network in the country—the 170 
stations of the Texas State Network 
which stretches beyond Texas to stations 
in Tennessee, Arkansas, Louisiana, New 
Mexico, Oklahoma, Arizona and Missis¬ 
sippi. 

Play-by-play will be handled by Frank 
Glieber and Vern Leunquist, AI Wisk will 
be doing color. 

Krld’s football package runs from II 
a.m. to 4:30 p.m., with the hour-long 
Countdown to Cowboy Victory show 
starting off the pregame program line-up. 
Bob Lilly, Cowboys* lineman, is next 
with a 20-minute show, followed by a 10- 
minute all-pro report. The Tom Landry 
Show is slated for 12:30, featuring the 
Dallas coach, followed by the Pregame 
Show . The Locker Room Show will fol¬ 
low the game as a 25-minute wrap-up. 

The total package was 80% sold as of 
last week with in-game sponsorship going 
to such national advertisers as Chevrolet 
Dealers (Campbell-Ewald), American 
Airlines (Doyle Dane Bernbach) and 
M&M/Mars (Ted Bates). 

Wbap-tv Dallas-Fort Worth will be 
the TV base for coverage of preseason 
games, with plans to provide three live 
telecasts and two video tape replays 
(Houston at Dallas, Aug. 17, Kansas 
City at Dallas, Aug, 31). Talent for the 
five telecasts will be Frank Glieber, play- 
by-play, and Eddie LeBaron, analysis. 
No pre- or post-game programs will be 
presented. 


New York Giants 

Wnew(am) New York is beginning a 
new three-year contract this season and 
will broadcast six preseason and 14 regu¬ 
lar-season games of the Giants. A net¬ 
work of 15 stations in New York, New 
Jersey and Connecticut will carry the 
contests feed from wnew. 

Coverage of the games will be sup¬ 
plied by Marv Albert, former pro line¬ 
backer Sam Huff and Chip CipoIIa, 
wnew sports director. Mr. Cipolla will 
be host of a 25-minute pregame show 
and Mr, Huff will preside over a 15- 
minute postgame program. Sponsors of 
these programs will be Union Carbide 
(William Esty), Bond’s Clothes (Barnett, 
Zlotnick) and Fat Tuesdays Restaurants 
(direct). 

Sponsors of the game coverage are 
Hanover Bank (Young & Rubicam), 
Getty Oil (DKG Inc,), Manufacturers 
Channel Home Centers (Gaskill & Frey). 

Preseason coverage on wpix(tv) New 
York, will consist of six games, four live 
and two delayed. Announcers will be Don 
Criqui and former running back Tucker 
Frederickson. Sponsors will be announced 
later. 


Philadelphia Eagles 

Wip(am) Philadelphia will broadcast 14 
regular-season and six exhibition contests 
and will have a network of 12 stations in 
Pennsylvania, New Jersey and Delaware, 
Play-by-play will be handled by Charley 
Swift and color commentary by Al Pol¬ 
lard. 

According to a wip executive, four- 
fifths of the coverage has been sold and 
85% of the pregame and postgame pro¬ 
grams have sponsorship, but names were 
withheld pending completion of sales. He 
would only say that most of last year’s 
advertisers have returned. Merrill Reese 
will conduct the pregame and post game 
shows of about 25 minutes each. 

Wcau-tv Philadelphia will be telecast¬ 
ing the Eagles exhibition games for the 
14th year, with two live and four on a 
delayed basis. Bill Campbell will handle 
the play-by-play announcing and Tom 
Brookshier the color commentary. 

Sponsors signed to date include First 
Pennsylvania Bank (Spiro & Associates), 
Philadelphia American Motors Dealers 
(Mediators Inc.) and Schmidt’s beer 
(Rosenfeld, Sirowitz & Lawson), Mr. 
Brookshier will host a game show before 
the preseason contests carried on delayed 
basis (no sponsors announced). 


St. Louis Cardinals 

Kmox(am) St. Louis will again originate 
coverage of the Cardinals games, carry¬ 
ing seven preseason and 14 regular sea¬ 
son games which will be fed to a network 
of about 18 stations. Bob Starr will do 
play-by-play commentary with Bill Wil- 
kerson on color. 

The station has two 10-minute pregame 
shows on tap, Meet the Cardinals and 
Coach's Corner , both with Jack Buck, A 
postgame program, From the Locker- 
room , will be aired with all Cardinal 
home games. Bog Starr is featured 
on that program. 

The Cardinals* preseason television this 
year moves to ksd-tv St. Louis from 


kmox-tv there. Ksd-tv sports director 
Jay Randolph and station sportscaster 
Ron Jacober will team for the play-by- 
play and color. Three exhibitions will be 
telecast live, three others by tape delay. 

Sponsors as of July 8 include Falstaff 
Brewing (Needham, Harper & Streers) 
and Datsun Dealers (Parker Advertising). 

No pregame or postgame shows are 
planned. 


Washington Redskins 

Wmal-am-fm Washington will broad¬ 
cast the six preseason and 14 regular-sea¬ 
son games to a network of 24 stations in 
Maryland, Virginia, West Virginia, and 
North Carolina. 

Mai Campbell will do the play-by-play 
and Len Hathaway will provide color 
commentary. Wmal-am-fm is also claim¬ 
ing a first for local pro football with the 
addition of Maralee Beck, anchorperson 
of wmal-tv Washington, to assist on 
Redskin coverage with player and fan 
features from the woman’s viewpoint. 

Major game sponsors will be House¬ 
hold Finance Corp, (Needham, Harper 
& Steers), B. F. Goodrich (Ed Bartlett 
Advertising), and Washington Chevrolet 
Dealers (Campbell-Ewald). 

A series of features, interviews, pre¬ 
dictions and analysis will begin two hours 
before kickoff time. The pregame shows 
immediately prior to the game will focus 
on tight end Jerry Smith’s talks with 
fellow Redskin players. No sponsor is 
yet confirmed for the pregame show, 

A postgame show featuring linebacker 
Chris Hanburger on Locker Room Re¬ 
port will be sponsored by Woodward & 
Lothrop (West & Brady), 

Preseason television coverage will be 
on wmal-tv Washington offering five ex¬ 
hibition games, four delayed and one 
live, as part of a three-year contract now 
in its second year. Announcers will be 
Jim Thacker on play-by-play and Irv 
Cross on color. No pregame or post¬ 
game shows are scheduled. 

Game sponsorship is spotted out this 


The major sponsors of network-television football 


A.C. Sparkplug (Burnett): CBS, NFC games. 
American Bankers Association (Burnett): NBC, AFC 
games. 

American Express (Ogllvy & Mather): CBS, NFC 
games; TVS, WFL games. 

Black A Decker (BBOO): CBS, NFC games. 

Boeing Aircraft (Cole & Weber): CBS, NFC games. 
Chevrolet (Campbell-Ewald): ABC, NCAA games; 
TVS. WFL games. 

Chrysler (BBDO): NBC, AFC games. 

Coleco games (Helitzer): CBS, NFC games. 
Consolidated Cigar [David, Oksner & Mitchneck): 
CBS. NFC games. 

De Beers diamond mines (N. W. Ayer): CBS, NFC 
games. 

Delco (Campbell-Ewald): ABC. NCAA games. 
Fireman’s Fund Insurance (Cunningham & Walsh): 
TVS, WFL games. 

Firestone (Sweeney & Jamas): CBS, NFC games; 
NBC, AFC games. 

Ford (Kenvon & Eckhardt): ABC, NFL Monday night 
games; CBS, NFC games. 

General Cigar (Young & Rubicam): ABC, NFL Mon¬ 
day night games, NCAA games. 

Gillette (BBDO): ABC, NFL Monday night games. 
Goodyear (Young & Rubicam): ABC Monday night 
games. NCAA games; CBS. NFC games. 

Haggar Slacks (Tracy Looke): NBC, AFC games. 
Hertz (Tad Bates): CBS. NFC games. 

IMB (Geer. DuBois): NBC, AFC games. 

J. C. Penney (McCaffrey A McCall): NBC, AFC 
games; CBS, NFC games. 

Kawasaki (Cunningham A-Walsh): CBS, NFC games, 
Miller beer (McCann-Erickson): NBC. AFC games. 


MONY (Marschalk): CBS, NFC games. 

National Brewing (W. B. Doner): CBS. NFC games. 

New York Life Insurance (Compton): CBS, NFC 
games. 

Noxetl (William Esty): NBC, AFC games. 

B. F. Goodrich (Grey): TVS. WFL games. 

Rockwell Tool (Ketchum, MacLeod & Grove): CBS. 
NFC games. 

Savings and Loan Associations (McCann-Erickson): 
TVS. WFL games. 

Schick (Dancer-Fitzgerald-Sample): NBC, AFC games. 

Schlitz (Burnett): ABC. NFL Monday night games. 

Sears, Roebuck (Foote. Cona A Belding): ABC, NFL 
Monday night games, NCAA games; CBS, NFC 
games; NBC, AFC games; TVS, WFL games. 

State Farm Insurance (Needham, Harper A Steers): 
CBS, NFC games; NBC, AFC games. 

STP Corp. (Stern, Walters A Simmons): CBS, NFC 
games. 

Texaco (Benton A Bowles): ABC, NCAA games. 

Texas Instruments (Tracy Locke): CBS, NFC games. 

Toro (Ogilvy A Mather): TVS. WFL games. 

Union Carbide (William Esty): CBS, NFC games; 
NBC, AFC games. 

United Airlines (Burnett): ABC. NFL Monday night 
games. 

Volkswagen (Doyle Oane Bernbach): CBS. NFC 
games. 

Warner-Lambert (JWT): NBC, AFC games; TVS, WFL 
games. 

Weyerhauser (Cole A Weber): ABC, NFL Monday 
night games, NCAA games. 

J. B. Williams (Parkson): TVS, WFL games. 
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year to about 40 sponsors, 60% local 
and 40% national. Major national spon¬ 
sors include Toyota (Clinton E. Frank), 
Pabst beer (Kenyon-Eckhart), Datsun 
(Parker Advertising), and Citgo (Media 
Corp. of America). Local sponsors in¬ 
clude Red Barn (Abramson & Himmel- 
farb), Perpetual Building and Loan As¬ 
sociation and Koons Ford (both Kal- 
Merrick-Salan). 


NFC Central Division 


Chicago Bears 

Wgn(am) Chicago will be back for all 
14 Bears regular season games as well as 
three preseason exhibitions, with Jack 
Brickhouse providing play-by-play and 
Irv Kupcinet the color. 

Sponsorship for the games will be di¬ 
vided among Household Finance Corp, 
(Needham, Harper & Steers), G. Heile- 
man Brewing Co. (Canipbell-Mithun) 
and Chicagoland Oldsmobile Dealers 
(Stern, Walters & Simmons) with one- 
quarter still unsold. 

The station will have a Warm-Up Show 
and postgame Scoreboard Show , with 
sponsors to be announced. The Half-Time 
show has been purchased by Eveready 
(William Esty). 

Bears preseason television coverage 
will again be provided by wbbm-tv Chi¬ 
cago which plans to telecast six exhibition 
games with Brent Musburger providing 
play-by-play. No pregame or postgame 
programs are scheduled. 

The sponsor line-up is not yet com¬ 
plete, with about 40% of the in-game 
slots filled. 


Detroit Lions 

Wjr(am) Detroit will broadcast only 
one of the Lions' six exhibitions and will 
pass on the team’s first three regular- 
season games because of scheduling con¬ 
flicts with baseball games of the Detroit 
Tigers, which are also carried by wjr. 
As in previous years, wwj(am) Detroit 
will cover the games bypassed by wjr, 
which is in the fourth year of a ’'self-per¬ 
petuating” contract with the Lions as the 
key station for a 48-station network 
reaching most of Michigan and Indiana, 
Van Patrick (play-by-play) and Bob 
Reynolds (color) will again be the an¬ 
nouncers. 

Wjr sources were willing to disclose 
only two in-game sponsors as of now: 
Pabst Brewing Co. (Kenyon & Eckhardt) 
and Ford Motors (J. Walter Thompson). 
Two 10-minute pregame shows are again 
on tap this year: The Don McCafferty 
Show (Mr. McCafferty is the Lions’ 
coach) and Pro Football Today. The two 
10-minute postgame programs will be 
Scores and Highlights and From the 
Locker Room . The only sponsor lined up 
for these shows so far is Household 
Finance Co. (Needham, Harper & 
Steers), which has a rotating schedule 
in all four of the programs. 

Wjbk-tv Detroit will televise three of 
the Lions’ exhibition games: at Kansas 
City Aug. 5; at Baltimore Aug. 9; and 


at Buffalo Aug. 30. It’s a one-year con¬ 
tract. Van Patrick and Ray Lane will 
again be the announcers. Advertiser min¬ 
utes are sold on a participating basis 
only. 


Green Bay Packers 

Wtmj(am) Milwaukee, the long-stand¬ 
ing originator of the Packers’ schedule, 
will again carry all six exhibition games 
and the 14 regular-season games for the 
Green Bay team. Its regional network will 
be increased this year by four stations, 
bringing the total to 54 stations in a four- 
state area. Gary Bender will be back as 
play-by-play man, and Jim Erwin will 
again provide color. Of the 20 one-min¬ 
ute avails for game sponsorship, 16 have 
been sold, to: Pabst Brewing Co. (Ken¬ 
yon & Eckhardt) and Chevrolet (Camp- 
bell-Ewald), which have signed for four 
minutes per game; and to Independent 
Insurance Agents (Doremus & Co.), John 
Deere Snowmobiles (Gardner Advertis¬ 
ing), Mobil Oil Dealers (Doyle Dane 
Bernbach), and True Value Hardware of 
Milwaukee (direct), each with two min¬ 
utes per game. 

A 15-minute pregame and a 15-minute 
postgame program have been sold to Dale 
Chevrolet of Milwaukee (Victor Maier 
& Assoc,), and to Household Finance 
(Needham, Harper & Steers). Wtmj re¬ 
fers to each Sunday during the football 
season as "Football Sunday,” and devotes 
six hours to the sport, with details of all 
professional games, national interviews, 
and predictions from the station’s sports 
staff. The remainder of the six hours, 
after the game itself, is sold on a station- 
by-station spot announcement basis only. 

Wluk-tv Green Bay will be in the 
third year of a three-year contract with 
the Packers, and plans to carry four live 
and two delayed exhibition games. Wsau- 
tv Wausau, Wis.* and witi-tv Milwau¬ 
kee will hook up for the coverage, which 
is being sold on individual spot basis. 
Major sponsors arc Volkswagen (direct), 
Pabst Brewing (Kenyon & Eckhardt) and 
Schick electric shavers (direct) for four 
30 second commercials per game each. 
Wluk-tv also produces a half-hour 
weekly football discussion and interview 
program, Monday Quarterback . at 7:30- 
8 p.m., syndicated in four markets, lead¬ 
ing into the ABC-TV NFL broadcasts. 

For the exhibition games, no pregame 
or postgame programs are offered. Bob 
Schulze will be back as play-by-play an¬ 
nouncer, and will be joined by an un¬ 
named color man for the exhibition 
games. 


Minnesota Vikings 

Kstp(am) St. Paul* Minn, will broad¬ 
cast all preseason and regular-season 
games, totaling 19. The games will be 
fed to more than 50 stations in Min¬ 
nesota, North Dakota, South Dakota, 
Montana, Iowa, Nebraska, Oregon, and 
Hawaii. Joe McConnel will do play- 
by-play and former all pro Paul Hornung 
of the Green Bay Packers will be on col¬ 
or. Major sponsor is Twin City Federal 
Savings & Loan (Colie & McVoy). Re¬ 


mainder of sales have not yet been con¬ 
firmed. 

Three hours before kickoff there will 
be a two-and-a-half hour Tailgate Show 
(named for the fans who come from 
a distance to home games and set up 
their campers and station wagons on the 
stadium parking lot) featuring inter¬ 
views from home and visiting team mem¬ 
bers, The pregame show, Half-Hour Out | 
will follow. Sponsors have not yet been 
confirmed. 

Postgame programs will involve the 
half-hour Point After Show, sponsored by 
Union Carbide (William Esty), featuring 
recreated highlights of the day’s game. 

Kstp-tv St. Paul will telecast three 
preseason games this year: Aug. 10 at 
Denver live. Aug. 31 at St. Louis live, 
and Sept. 7 with San Diego on a one- 
day delay. Announcing team will be Tom 
Ryther, play-by-play, Johnny Sauer, color. 

Twin City Federal (Colle & McVoy) 
is the only major sponsor so far con¬ 
firmed, There are no plans for pregame 
or postgame shows. 


NFC Western Division 


Atlanta Falcons 

Wqxi(am) Atlanta will be moving into 
the second year of its three-year contract 
with the Falcons, On tap will be six ex¬ 
hibitions and the 14 regular-season 
schedule which wqxi will feed to a 26- 
station network. Jack Hurst, who did 
play-by-play last year, will be back, with 
former All-American Billy Lotheridge as¬ 
sisting on color. 

Delta Airlines (BBDO) is the principal 
returning in-game sponsor, according to 
Gerald S. Blum, wqxi vice president 
and genera! manager, who noted that 
the selling pace in 1974 has been hobbled 
on questions about the effect of the lift¬ 
ing of the TV blackout and the need to 
renegotiate rights contract with the Fal¬ 
cons and arrangements with long-stand¬ 
ing sponsors. 

Pregame and postgame show arrange¬ 
ments are still in progress and, like the 
in-game advertiser line-up, Mr. Blum ex¬ 
pects a full complement of sales* albeit 
delayed. 

Wxia-tv Atlanta will go into the first 
year of a new three-year contract with 
the Falcons to do preseason television 
and plans to air four preseason games. 
Sponsorship is not yet firm for the 
schedule. No pregame or postgame pro¬ 
grams are planned. 


Los Angeles Rams 

Kmpc(am) Los Angeles will continue 
to cover the regular and preseason games 
of the Los Angeles Rams, again feeding 
a network of 19 other stations in four 
states (California, Nevada, Arizona and 
Hawaii). Dick Engberg and Don Drys- 
dale will be on play-by-play and color, 
respectively. 

Regular sponsors are Continental Air¬ 
lines (Benton & Bowles), Budweiser 
(D’Arcy, MacManus & Masius), Chevro¬ 
let (Campbell-Ewald), Standard Oil of 
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California (BBDO) and Blue Shield of 
California (Coleman Advertising), Pre¬ 
game and postgame sponsors again will 
be Kentucky Fried Chicken (Kauffman 
& Associates), Sears (Star Advertising), 
Household Finance (Needham, Harper 
& Steers), Pacific Telephone (BBDO), 
Monroe Auto (Aitkin-Kynett), Foto- 
Mat (General Media Services), Eveready 
(William Esty), and Richards Stores for 
Men (Gordon Gelfond). 

Khj-tv Los Angeles will telecast the 
six away exhibitions, but one to be 
broadcast on a delayed basis. Sponsors 
will be Toyota (C. E. Frank), Gallo 
Wines (Y&R), Schlitz beer (Leo Bur¬ 
nett), and Busch Gardens. Stu Nahan 
is to do the play-by-play, and Dilly Davis 
the color. David Lopez, khj-tv sports 
director, is also on the announcing team. 


New Orleans Saints 

Wwl(am) New Orleans, in the third 
year of a three-year contract, will broad¬ 
cast all preseason and regular games. 
Preseason games will be simulcast with 
wwL-Tv. The radio games will be fed to 
45 stations in Louisiana, Mississippi, and 
Alabama. John Ferguson will do the 
play-by-play and Steve Stonebreaker, for¬ 
mer NFL star, will do color. 

Major sponsors on the games will be 
Burger King and Chevrolet (Campbell- 
Ewald). 

A pregame show. Countdown to Kick¬ 
off, will be sponsored by Berners Asso¬ 
ciates (direct). The postgame show. 
Touchdown Talk will be sponsored by 
Union Carbide (William Esty). 

WwL-Tv New Orleans will carry all 
six p re season games live. The three 
played locally will be broadcast on a one- 
day delay. The announcing team will be 
the same one as on radio. 

Major sponsors will be Dixie beer and 
McDonald’s (both Fitzgerald Advertis¬ 
ing), Bank of New Orleans (Swigart Ad¬ 
vertising), and First Baptist Church (di¬ 
rect). There will be no pregrame or post¬ 
game shows. 


San Francisco 49ers 

For the 18th consecutive year, ksfo(am) 
San Francicso will carry the 14 regular 
and six preseason games of the 49ers, 
feeding its coverage to a regional net¬ 
work of 15 stations in California, plus 
five other stations in Alaska, Washington 
and Oregon. Lon Simmons will do the 
play-by-play, and Gordy Salter the color. 

Sponsors, all renewed from last year, 
are Metropolitan Life (Y&R), Standard 
Oil of California (BBDO), Chevrolet 
(Campbcll-Ewald), Roos/Atkins cloth¬ 
ing store (Argonaut Advertising), and 
Western Airlines (BBDO). Pregame and 
postgame shows are again being divided 
by American Bakeries (A. Media) and 
Household Finance (Needham, Harper 
& Steers). Dahnken of San Carlos again 
will sponsor the Locker Room show. 

Art Johnson, assistant to the president 
of the 49ers, said last Wednesday (July 
17) that he expected the club would 
reach an agreement soon with kbhk-tv 
San Francisco for preseason TV. 


WFL Eastern Division 


Florida Blazers 

The most-traveled franchise in the fledg¬ 
ling pro league, the Orlando-based club 
didn’t let a time bind keep it from com¬ 
pleting a respectable broadcast set-up. 
The team was originally planned as the 
Washington Ambassadors, but stadium 
problems forced a switch to Norfolk. 
Subsequent sale of the club to new owners 
belatedly put the franchise in Florida. 

Wkis(am) Orlando, with a one-year 
contract and renewal option, established 
an eight-station network for the 20-game 
schedule. Stan Savran, wkis sports direc¬ 
tor, is doing play-by-play. Mick Andrews, 
of wesh-tv Daytona Beach-Orlando han¬ 
dles color. 

In-game sponsors include (most placed 
direct) Ivey’s Department Stores, Court 
of Flags hotel, Holiday Inns, Burger 
King, and Sun Banks. 

Blazer head coach Jack Pardee is 
featured in a pregame quarter hour spon¬ 
sored by Sheraton Towers. The postgame 
Scoreboard had been bought by Court 
of Flags. A Second Guess program is 
also being prepared, according to Dale 
Moudy, wkis vice president and general 
manager. 

Wftv(tv) Orlando on July 9 an¬ 
nounced it had contracted to carry seven 
road games of the Blazers commencing 
July 17 at the Detroit Wheels. The TV 
schedule may be altered later in the 
season to substitute different Blazers 
games if conflicts arise with the TVS 
network schedule or an ABC NFL date, 
according to Walter M. Windsor, general 
manager of wftv. Sports director Lee 
Watson is doing game color with the play- 
by-play announcers being supplied by 
Mobile Television Service, company that 
is providing the technical facilities for 
Blazers games. 

The in-game sponsors: Denmark’s 
Sporting Goods, H.I.S. Stores for Men, 
Thousand Oaks Condominiums, South¬ 
east Datsun Dealers Association, Ivey’s 
Department Stores, Parker Boats, Walt 
Disney World, Wendy’s Hamburgers, 
Arthur Treacher’s Fish and Chips, El 
Dorado Tire Co., Bellows TV Stores; 
Jordan Marsh Department Stores, Sears, 
Roebuck & Co., Egerton & Moore Men’s 
Store, Sweetwater Oaks, Ernie Kelly’s 
Britt’s Appliance Store, State Farm In¬ 
surance Co., Sweden House Restaurants, 
Eric Adams Furniture Store; Southeast 
National Banks, INA Insurance Co., 
Pizza Hut, Cypress Woods Condomin¬ 
iums, Fat Boy’s Barbecue Restaurants, 
Sea World of Florida, Clark Lift Co., 
and Mills and Nebraska Lumber Co. 

In addition, a Sunday broadcast. The 
Jack Pardee Showt with the coach and 
Mr. Watson, started July 14-. Half spon¬ 
sorship has been sold to John Bolton 
Ford of Maitland, Fla. 


Jacksonville Sharks 

Those sharks’ teeth that Bobby Darin 
sang of as being so pearly, hopefully will 
be gold-filled for Jacksonville broadcast¬ 


ers who view the new franchise with en¬ 
thusiasm. 

Wpdq(am) is covering all 20 games 
of the Sharks and has set up a nine- 
station regional network. Play-by-play is 
being handled by Jay Solomon, former 
sports director of winz(am) Miami, who 
joined wpdq in the same capacity several 
weeks ago. Color is provided by different 
players and staff members of the Sharks 
organization. 

Mr. Randolph is also conducting a 
pregame program and a postgame Lock¬ 
er Room broadcast. 

Wpdq’s Ron Carey said that since ne¬ 
gotiations for the radio rights (for five 
years) were finalized less than four weeks 
ago, the sponsorship lists have not been 
completed. However, he said preliminary 
acceptance from advertisers is good. 

The same feeling prevails at wjxt(tv) 
Jacksonville which is telecasting eight 
road games of the Sharks. Mike Patrick 
and Dick Stratton are doing play-by- 
play and color, respectively. A third staff 
member of wjxt, Phil Stone, is provid¬ 
ing half-time commentaries. 

A brief warm-up broadcast and a 
postgame show are being presented, 
and are still being sold. 

Amy McCombs, program director of 
the Post-Newsweek station, noted the 
new WFL’s television setup allows local 
stations to acquire a stronger identity 
with the team and community, unlike the 
NFL’s present regular-season TV which 
is strictly a network affair. “It’s revived 
the excitement of early-day pro football," 
she said. 


New York Stars 

The New York Stars have sold their pro¬ 
duction rights to Trans-World Interna¬ 
tional, which is hiring the announcers and 
seeking the sponsors. Trans-World in 
turn has bought time on wmca(am) New 
York for the team’s 10 home games, in 
a three-year deal. John Sterling is one 
of the announcers. 

No pregame or postgame shows are 
planned as of now, but the station has 
signed the Stars coach. Babe Parilli, for 
a weekly Friday night (8-9 p.m., NYT) 
show analyzing that week’s game. 

Carling’s beer (direct), is the only in¬ 
game advertiser signed up so far. 

Trans-World also has bought time on 
wor-tv New York for a minimum of 
seven of the Stars’ away games. It’s a 
one-year contract with options, as it its 
contract with wsnl-tv Patchogue, N.Y., 
a UHF station on Long Island, which will 
not only do away games live but is also 
taping the team’s home games and tele¬ 
vising them 48 hours later. Sal Marciano 
is doing the play-by-play, and the color 
is being handled by guest commentators 
(e.g., George Plimpton and Matt Snell, 
the only two signed so far). Two in-game 
sponsors have already climbed aboard: 
Carling’s beer (direct) and Nationwide 
Insurance fOgilvy & Mather). 


Philadelphia Bell 

Wibg(am) Philadelphia is airing all 20 
Bell games on a one-year contract with 
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an option on next year’s games. Joe 
Pellegrino, sports director of wpvi-tv 
Philadelphia, is doing the play-by-play 
and Charley Neal the color. 

In-game sponsors so far are Carling’s 
Black Label beer (direct) and Horner 
Chevrolet (direct). 

Mr. Pellegrino has the pregame and 
postgame shows (each five to 10 min¬ 
utes), No pregame sponsors are aboard 
yet, but Carling’s beer (direct) is picking 
up the postgame show. 

Wphl-tv, a UHF station in Phila¬ 
delphia, is to telecast eight of the Bell 
games (seven away and one home), on 
a one-year-with-options contract. Be¬ 
cause of line charges, whpl-tv sources 
say the station will not transmit Bell 
games from Southern California and 
Hawaii back to Philadelphia viewers ln- 
game minutes are completely sold out for 
the season (there are no pregame or 
postgame shows) to the following: Car¬ 
ling’s (direct), American Motors (Cun¬ 
ningham & Walsh), Sun Oil Co. (Wells, 
Rich & Greene), Philadelphia Savings 
Fund Society (Weightman), General 
Electric (direct) and American Parts 
Service (direct). Wphl-tv also reports 
that all 12 local minutes in the TVS 
Thursday night network games of the 
World Football League are completely 
sold out. 


WFL Central Division 


Birmingham Americans 

Local radio and local television con¬ 
tracts had not been set as of last week. 
The Americans’ Tom McCollister, for¬ 
merly connected with the Atlanta Hawks 
of the National Basketball Association, 
said negotiations are still under way. 


Chicago Fire 

Wjjd-fm Chicago is airing all of the 
Fire’s 20 games under a one-year con¬ 
tract with renewal options. The an¬ 
nouncers are Eddie Doucette (play-by- 
play) and Mike Pyle (color). 

In-game sponsors so far are Carling’s 
beer (Caledon Advertising) and Fanning 
Chevrolet (Amboy Advertising), 

A pregame show, Fire Drill , is being 
conducted by Messrs. Doucette and Pyle, 
sponsored by the Chicago Plastering In¬ 
stitute (John A. Boland and Associates). 
The Playboy Hotels (Spiro and Associ¬ 
ates, Philadelphia) is picking up Smoke 
Signals , a half-time show hosted by Mr. 
Pyle. Hook and Ladder , a postgame 
show, is still up for grabs. 

Wgn-tv Chicago will televise nine of 
the Fire’s away games, under a two-year 
contract. Vince Lloyd (play-by-play) and 
Bill Berg (color) are the announcers. 

The in-game minutes are two-thirds 
sold to the following sponsors: Carling’s 
beer, American Motors Corp. (Cunning¬ 
ham & Walsh), All-State Insurance Co. 
(Leo Burnett)', Tru-Value Hardware 
(Home Products Marketing Services), 
Zenith (Inter-Ocean) and The Chicago 
Tribune/ Chicago Today (Marvin H. 


Frank). The pregame Fire Warmup with 
Mr. Berg has been sold to Fencl-Tufo 
Chevrolet (Russell Grabier & Associates. 
Chicago). No postgame show is planned, 
Wgn-tv sources say the station will 
spend about $17,000 in line charges to 
do a live satellite telecast of the Fire 
game against the Hawaiians from Hono¬ 
lulu July 28. 


Detroit Wheels 

Wwj(am) Detroit is covering 19 of the 
Wheels’ 20 games, omitting only yester¬ 
day’s (July 21) one from Hawaii be¬ 
cause of the seven-hour time difference. 
The contract is for one year, with a re¬ 
newal option clause. Don Kremer and 
Mike Lucci (color) arc handling the 
play-by-play. 

The major in-game sponsors are Carl¬ 
ing’s Black Label beer (direct), Bank of 
the Commonwealth (Doyle Dane Bern- 
bach) and Cadillac Club wines (direct). 
Although in-game minutes are sold out 
for the season, the pregame and post¬ 
game shows are still unsponsored. 

Wkbd-tv, a UHF station in Detroit, 
televised the Wheels* season opener in 
Memphis on July 10 and has a firm 
commitment to do only one other game 
so far (at the New York Stars Sept. 
25). Jim Forney and Nick Eddy are the 
play-by-play men. The July 10 game 
was sold out to Carling’s, Pontiac 
(D’Arcy MacManus Masius) and Little 
Caesar pizzas (Yaffe, Stone, August). 
There are no pregame or postgame 
shows. 

A wkbd-tv spokesman said that spon¬ 
sor interest would determine whether the 
station carries one or two other Wheels’ 
games this year. The biggest problem, ac¬ 
cording to this spokesman, is-“the in¬ 
adequate production facilities in some of 
these offbeat WFL cities,” like Jackson¬ 
ville, Memphis and Birmingham. 


Memphis Southmen 

Memphis, which for years hungered on 
the sidelines for a major pro football 
club, now has it. And local broadcasters 
are leaving few stones unturned in their 
efforts to make the road to community 
acceptance easier for the Southmen. 

It’s been a hurry-up job too, since the 
club was a little late in coming to town. 
Enfranchised originally as the Toronto 
Northmen, the WFL club was pushed 
out of the country by Canadians who 
feared inroads into their pro football 
domain. 

Despite this, wlok(am) Memphis 
contracted for local radio rights on June 
8 and by opening day had set up a 
regional network of approximately 25 
affiliates for all 20 games. Dick Palmer, 
formerly voice of the Memphis Tams of 
the American Basketball Association, is 
doing the play-by-play. Bill Haney, an¬ 
nouncer for University of Tennessee at 
Martin schedule, is doing Southmen color. 

In-game sponsorships have been sold 
to AAMCO transmissions (Jack Fulton 
Advertising), Guaranty Savings & Loan 
(direct), Central Hardware (direct) and 


Stagg beer (Caledon Advertising Ltd.* 
Toronto), 

Bill McKay, wlok vice president and 
general manager, says the station is 
making the nights of Southmen games 
an all-evening affair. On home games, it 
starts at 6:15 p.m, with Memphis South- 
men Countdown , offering interviews, 
sports commentary and traffic helicopter 
assistance to fans en route to Memphis 
Memorial Stadium. At 7:10 WFL Re¬ 
port is presented: 7:30 (Head Coach) 
John McVay’s Coach’s Corner; 7:49, 
Pregame Show . After the games, wlok 
offers a locker-room broadcast plus WFL 
Scoreboard . Among pregame and post¬ 
game sponsors: Holiday Inn, Super D 
Drug Stores, Rahal Dodge, Hill Brothers 
shoe stores and River City Dodge. 

Wmc-tv Memphis has been on an 
even tighter schedule. Barely two weeks 
ago it reached its agreement with South- 
men to telecast five road games of the 
club. Program Director Phil Slavick said 
that no pregame or postgame programing 
is planned at this time. Also, though 
sales are going well, he said, the short 
time has prevented completion of its 
sponsor list. 


WFL Western Division 


Hawaii Hawaiians 

Kgmb(am) Honolulu is carrying the 
Hawaiians for this first WFL season, with 
Mel Proctor doing the play-by-play. Sold 
for the regular 20 games are Island Fed¬ 
eral (savings and loan). Primo Beer and 
Toyota Automobiles (Hawaiian Adver¬ 
tising). Pregame and postgame programs 
are being sponsored by Jack-in-the-Box, 
American Growth Factors (saving and 
loan), Fisher-Hawaii (office furniture) 
plus participating sponsors. 

Kit v (tv) Honolulu is carrying all 20 
of the Hawaiians games, with the away 
games to be transmitted via satellite and 
the local games to be broadcast on a 
same-day delayed basis. Jim Leahy is 
doing the play-by-play and Jeff Temkin, 
the color. Sponsors are Datsun of Hawaii 
(Advertising Hawaii), United Airlines 
(Leo Burnett) and Bank of Hawaii 
(Bozell & Jacobs). 


Houston Texans 

Ktrh(am) Houston is carrying the 20 
games of the Houston Texans, Play-by¬ 
play is to be done by Jerry Trupiano and 
color by Bob Talamini. The Texans have 
sold the games to Chevrolet Dealers of 
Houston; station advertisers during the 
game plus pregame and postgame shows 
are Pipe Pub (tobacco), Stewart & 
Stevenson (marine engines), Rodney’s 
(men’s clothing), Loma Linda (restau¬ 
rant), Mr. Muffler, Sam Montgomery 
Oldsmobile and Houston Carpet Co. 

Khtv(tv) Houston is carrying nine 
of the 10 away games (10th is in Ha¬ 
waii) and has sold its portion of com¬ 
mercial time to Sears, Cross-Roads Fur¬ 
niture and City Appliances. Game play- 
by-play and color will be by Messrs. 
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Trupiano and Talamini on a simulcast 
basis. 


Portland Storm 

Kex(am) Portland, Ore., is carrying this 
first season of the Portland Storm and 
so far has sold two of the four quarters 
to Metropolitan Chevrolet Dealers (Mel- 
bec Advertising) and Carling Brewing 
(F. H. Hayhurst). Jimmy Jones, kptv- 
(tv) Portland sports director, is doing 
the play-by-play, and Darrell Aune, kex 


sports director, the color. 

Kptv is handling the games and has 
sold one of the four quarter sponsorships 
to Carling Brewing (F. H, Hayhurst). 


Southern California Sun 

Klac(am) Los Angeles is covering Sun 
games, with Tom Harmon doing the 
play-by-play. Time has been sold to 
Carling Brewing (E. H. Hayhurst), Sun* 
tand Walnuts (McCann-Erickson). and 
Winchell Donuts (Newport Advertising). 


The Sun’s 10 away games are also 
being carried by klac’s sister Metro¬ 
media station, kttv(tv) Los Angeles, on 
a simulcast basis. Commercial sponsor¬ 
ship has been taken by J. C. Penney Co. 
(Penco), Continental Airlines (B&B), 
Carling Brewing (F. W. Hayhurst), and 
American Motors Corp. (Anderson, Mc¬ 
Connell & Oakner), 

(This “Special Report " was written prin¬ 
cipally by Fred Fitzgerald , senior editor , 
Washington , with assistance from our 
bureau staffs.) 


Fates & Fortunes 


Media 

Robert C. Burris, formerly general man¬ 
ager, keyt(tv) Santa Barbara, Calif., 
named to same position, kcoy-tv Santa 
Maria, Calif, 

W. Randy Odil, general sales manager, 
wbko(tv) Bowling Green, Ky,, named 
station manager. 

Jack Bivens, VP-general sales manager, 
wfld-tv Chicago, named VP-general 
manager, wcrt(am) and wqez-fm Bir¬ 
mingham, Ala. 

Howard David, salesman and announcer, 
whwh(am) Princeton, N.J., named sta¬ 
tion manager, wpst(am) Trenton, N.J. 
Both are Nassau Broadcasting stations. 

Albert R. Munn, director, TV sales, 
wsoc-tv Charlotte, N.C., named presi¬ 
dent, Metrolina Broadcasting Corp., pur¬ 
chaser of wjst(am) Charlotte, pending 
FCC approval (Broadcasting, July 15). 
Jan N. Wheeler, VP-general manager, 
wret-tv Charlotte, N.C., joins Trinity 
Broadcasting, of which he is co-founder, 
as president and general manager. Martha 
D. Wheeler, general manager of Trinity’s 
Charlotte office, named VP-director of 
administrative services and director of 
affiliate relations. Trinity is nonprofit, re¬ 
ligious programing firm. 

Daniel P. Ward, operations manager, non¬ 
commercial wcve(tv) and wcvw(tv) 
Richmond, Va., named station manager, 
noncommercial wnvt(tv) Annandale, 
Va. Richard E. Hall, production man¬ 
ager, Richmond Educational Television 
stations, named station manager, wcve 
and wcvw. 

Jo Ann Almy, assistant promotion man¬ 
ager, wtop-tv Washington, named to 
newly created post of director of on-air 
promotion. 

John W. Conwell, VP and controller, 
koco-tv Oklahoma City, named treas¬ 
urer, Park Broadcasting Inc., Ithaca, 
N.Y., group broadcaster. 

Estelle Gould, administrative assistant to 
station manager, wtae-tv Pittsburgh, 
named to additional duties as director of 
community affairs. 

Georgia Association of Broadcasters 


1974-75 officers: A. O. Healan, VP-gen- 
eral manager, wgga(am) Gainesville, 
president; Elmo Ellis, VP and general 
manager, wsb-am-fm Atlanta, president¬ 
elect and VP-radio; Paul Raymon, VP- 
general manager, waga-tv Atlanta, VP- 
television; Esther Pruett, wtoc-am-tv 
Savannah, secretary-treasurer. Outgoing 
president. Albert Sanders, general man¬ 
ager, wmaz-am-tv Macon, 

Montana Broadcasters Association newly 
elected officers: Vic Miller, ktvq-tv 
Billings, president; Fred Hunnes, katl- 
(am) Miles City, VP; and Lynn Koch, 
kgvo-tv Missoula, secretary-treasurer. 

New officers, Associated Press Broadcast¬ 
ers Association board: John Salisbury, 
director of news and special projects, 
kxl(am) Portland, Ore., re-elected rep 
in Western District, stations 5,000 watts 
and over; Roy Morgan, executive VP- 
general manager, wilk(am) Wilkes- 
Barre, Pa., at-large rep. Eastern District; 
Charles Whitehurst, VP-general manager, 
wfmy-tv Greensboro, N.C., TV rep, 
Southern District; John Howard, general 
manager, kgfw(am) Kearney, Neb,, rep 
in Central District, stations under 5,000 
watts; Hal Kennedy, assistant general 
manager and news director, kktv(tv) 
Colorado Springs, Western District TV 
rep, 

Maryland - Delaware - D.C. Broadcasters 
Association new officers: Lloyd Smith, 
wnav(am) Annapolis, Md., president: 
Harry Schriver, wfbr(am) Baltimore. 
VP; Sam Carey, wboc(am) Salisbury, 
Md., secretary; Thomas Dougherty, 
wttg(tv) Washington, treasurer, 

Joe Cudmore, business manager, West- 
inghouse’s Radio Advertising Representa¬ 
tives, New York, named business man¬ 
ager, wjnd(am) Chicago, Westinghouse 
station. 

Leonard Freeman, chief accountant and 
manager of financial reporting, Tele- 
prompter Corp., named controller. Broad 
Street Communications Corp., New 
Haven, Conn., group broadcaster. 

Alan Batten, promotion manager, wala- 
tv Mobile, Ala., named to newly created 
position of station business manager. 
Mary Ann Malucci, traffic manager. 


weli(am) New Haven, Conn., named 
business manager. 

Marie Salerno, publicity manager, New 
York magazine, named manager of press 
information, wabc-tv New York. 

Broadcast advertising 

Thomas R. Boyd, VP-management super¬ 
visor Campbell-Ewald Co., Detroit, 
elected senior VP and assistant account 
director, Chevrolet account. 




Welton C. Mansfield, 
VP and management 
supervisor, Foote, 
Cone & Belding, 
named VP and ac¬ 
count group super¬ 
visor on American 
Motors Corp. ac¬ 
count, Cunningham 
& Walsh, New York. 
Mitchell A. Seltzer, 
VP and creative di¬ 
rector, AdCom, in- 
house ad agency for Quaker Oats Co,, 
Chicago, named president. 

Edwin Dennis, VP- 
local sales manager, 
kmbc-tv Kansas 
City, Mo., named 
senior VP-sales plan¬ 
ning. 

Roger Green, ac¬ 
count executive, kgo- 
tv San Francisco, 
named sales man¬ 
ager, wjz-tv Balti¬ 
more, 


Dennis Ray Janz, account 

executive, wkbd-tv Detroit, named na¬ 
tional sales manager, ksat-tv San An¬ 
tonio, Tex. 

Harry H. Averill, former vice president- 
general manager of Thoms station group 
and manager of weam(am) Arlington, 
Va., has formed broadcast sales consult¬ 
ancy, Haverfam Associates, headquar¬ 
tered at 4306 Kilbourne Drive, Fairfax, 
Va. 22030, telephone (703) 323-7812. 
Wilton R. Osborn II, salesman, wttg- 
(tv) Washington, joins kmbc-tv Kansas 
City, Mo., as local sales manager. Both 
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